With the rapid development in electronic commerce, business companies are taking advantage of E-commerce to sell products, provide services, interact with customers, and so on, in order to make themselves more competitive in today's international market.
Ⅰ. Introduction
The number of internet users has been growing in exponential speed since the beginning of this century. During the past few years, there have seen an explosion of attention to the role played by information and communications technology in shaping the global economics.
With the rapid development in electronic commerce, business companies are taking advantage of E-commerce to sell products, provide services, interact with customers, and so on, in order to make themselves more competitive in today's international market.
However, previous studies focus on both mutual relation and on preceding relations of TAM factors(e.g. perceived usefulness, perceived ease of use, attitude towards, behavioural intention to use, actual system use). Accordingly, it is necessary to use extended TAM. Level of product information and level of product service are added in this study, both of which are important factors influencing consumer attitude, but have not been fully studied.
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Then we aim to find out the effect of product information and service quality on perceived value, perceived risk, purchase intention and word of mouth. In this study, we designed four kinds of web pages which show different levels of product information and service quality. We gave four kinds of web pages together to each respondent and asked him to finish the questionnaire after looking through these web pages. Also, if we distribute the questionnaires in the same order, the learning effect has arisen.
For removing the learning effect, we distribute the questionnaires in special order.
Ⅱ. Literature Review

Product Information
The World Wide Web has great effect on online shopping, however, it faces distinct limitations, since shopping for products is more difficult when the product is not physically available (Nancy, 2002) . In addition, information content has consistently shown to affect user satisfaction in online shopping (Lightner, 2001; Wang et al., 2001 ). Content quality is considered high when site content corresponds well to consumers' informational needs and their ability to consume the information (Davern et al., 2000) .
The effect of product information to perceived value has been studied by Hartnett(1998) . When choosing a product, consumers will consider the attribute of product information such as the price of a product, pictures, videos of a product, and so on.
Reliability represents the ability of the internet shopping web sites to describe product information correctly, fulfill orders correctly, deliver products promptly, and keep personal information secure (Janda et al., 2002; Kim & Lee, 2002) . Customers expect internet shops to respond to their inquires promptly (Liao & Cheung, 2002) . Robert(2008) have evaluated sufficiency of product cost for product mix and pricing decisions under alternative types of demand information. Perceived Utility of web sites is positively associated with customer trust in internet shops (Koufaris & Hampton, 2004) .
Therefore, increased utility of internet shops can result in increased perceived value of products, and decreased perceived risk of internet shops.
And it has been known that for consumer attitude definiteness of product information is critical (Nancy, 2002) .
Service Quality
Service quality is defined as features of web page services on product quality which satisfy customers' demands. Extensive studies have found reliability to be important in determining service quality (Lee, 2005; Zeithaml & Bitner, 2000) . In the study about service quality, there are five factors that reliability, assurance, tangibles, empathy, and responsiveness. Of the five service quality dimensions, reliability has generally surfaced as the most critical dimension, based on both direct measures of relative importance and importance weights derived from regression analyses (Zeithaml, 2002) . And the reliability means if the seller can commitment to consumer all the time.
Responsiveness means that the seller response the consumer's need as soon as quickly and render services quickly. Responsiveness is that willingness to help customers and provide prompt service. Assurance means knowledge and courtesy of employees and their ability to inspire trust and confidence. Empathy is that caring, individualized attention the firm provides its customers. Tangibles means that appearance of physical facilities, equipment, personnel, and communication materials (Parasuraman , 1997) .
Perceived Value
In previous literatures, the perceived value of consumers affects purchase intention directly (Eggert & Ulaga, 2002; Petrick, 2002) .
Perceived value of customer is the total evaluation of a product or service after the customer has weighed the perceived benefit and the cost to obtain the product or service.
Customers' perceived value is the subjective perception of the products or service, which is different from the objective value of products or service. (Sirdeshmukh et al., 2002) .
Perceived Risk
Perceived risk is defined as consumers' subjective belief of suffering a loss in pursuit of a desired outcome (Pavlou, 2003; Son & Lee, 2003) . Consumers attempt to reduce their anxiety by collecting more information and by seeking the recommendations of a peer group or an entity considered an expert on the subject matter. A study (Julian et al., 1999) 
Purchase Intention
There are two types of purchase intention:
repurchasing intentions and shopping intention. Purchase intention is that consumers who self perform services that are readily available for purchase often do so to conserve effort (Kimery & McCord, 2002) . There is a positive correlation between commercial enterprise web sites' privacy and security policies and consumers' online purchase intentions (Miyazaki & Fernandez, 2001 ). Customer service policies that are generic or limited in content may not be useful in building consumers' perception of web vendor quality (Liao & Cheung, 2001) . Further research to investigate the components of service recovery and their interactive effects on repurchase intentions will be possible (Grewal & Levy, 2007) . 
Word of Mouth
Ⅲ. Research Model
The purpose of this paper is to find out the difference of consumer attitude based on level of product information and service quality. Then we want to find out the effect of product information and service quality on perceived value, perceived risk, purchase intention and word of mouth.
In our study, we designed four kinds of web pages which show different levels of product information and service quality. The first web page has adequate product information and adequate service information. The second web page has the same product information but much less service information than the first one. The third web page has the same service information as first web page but has much less product information than the first one. And the last web page has both inadequate product information and service information. We include six factors in this study, which are level of product information, level of service quality, perceived value, perceived risk, purchase intention, and word of mouth.
During our survey, we gave four kinds of web pages together to each respondent and asked him to finish the questionnaire after looking through these four kinds of different web pages, because different respondents can give different survey results. Also, if we distribute the questionnaires in the same order, the learning effect has arisen.
For disappearing learning effect, we distribute the questionnaires in the different order. And all variables are measured using likert 5 point scale, while perceived risk is analyzed after using reverse scale.
Step 1. We have 24 kinds of situations <4 Factorial = 24 (4*3*2*1)>
Step 2. Accordingly, we distributed our questionnaire in different order. Of Course the number of samples is 48, 2 respondents answered the questionnaire in the same order.
Step 3. Therefore, 48 respondents finished the questionnaire after reading the four kinds of questionnaire, and 192 copies of questionnaire were collected in total.
Moreover, in this study, we test the sample by Mathematically, the research model can be summarized as
where Y is the value of response; a, b, and c are coefficients of X1, X2 and X3, respectively, and d is a constant; X1 is the respondent; X2 is the sequence of response; X3 is the difference level of product information and service quality web page.
In The second hypothesis examines the relationship between level of product information and perceived risk. Park et al.(2005) concluded that people exposed to Web sites with products in motion and larger product images will perceive less risk. And the information of internet shops can decrease perceived risk of internet shops (Koufaris & Hampton, 2004) .
Finally, size and movement interact to affect perceived risk. The reason is that a customer could easily make the decision to buy the products from the web site since the customer could return the product without any charge if he found the product was not good for him.
Moreover, these factors will also help a customer believe in the online shop. Besides, the background information would help a customer know the online shop so it was also important for the perceived risk. Therefore, based on the above literature review, the following hypothesis is proposed. The third hypothesis examines the relationship between perceived service quality and perceived value. In the study of Jillian et al.(1999) , the author examined the way in which service quality at the point of purchase influences consumers' perceptions of value and willingness to buy. Service quality is the characteristics of products or services which fill product quality or customer's perceived value. Taylor & Hunter(2002) related that the perceived service quality positively contributes to perceived value of customer. Zeithaml(2002) proposed that service quality is a sum total of customer's demand and latent demand, which is a degree of perceived value and satisfaction of customers.
H4: Level of service quality negatively influences on perceived risk.
The fourth hypothesis examines the relationship between perceived service quality and perceived risk. One of the service quality attributes is reliability, which refers to the accuracy of the service outcome and customer perceived risk (Zeithaml & Biner, 2000) . The level of perceived service quality can affect customer's purchase intention, and at the same time, it also shows the design level of a web site. Customer perceived value is a strategic imperative that firms must pay attention to, and has become a major focus of interest in marketing (Lin et al., 2005) . Literature supports the general notion that pricing factors affect perceived value, which, in turn, contributes to customer loyalty (Reichheld, 1996) . And word of mouth networks constitute an ancient solution to a timeless problem of social organization: the elicitation of good conduct in communities of self-interested individuals who have short-term incentives to cheat one another (Chrysanthos, 2003) . Word of mouth is a comparison between the perceived value and the perceived post-purchase value (Parasuraman, 1997) . 
Ⅳ. Empirical Results
This research is analyzed through two aspects. First, according to level of product information and level of product service, there is difference in perceived value, perceived risk, purchasing intention, and word of mouth.
Therefore, we analyze the web pages through ANOVA. In this table 4, we get the p-value of the six constructs. The p-value of level of product information is 0.000, the p-value of level of service quality is 0.000, the p-value of perceived value is 0.000, the p-value of perceived risk is 0.000, and the p-value of purchase intentions is 0.000, and word of mouth should be greater than 0.7 and 0.5 respectively (Fornell & Larcker, 1981) . In this study, the items' factor loadings are all greater than 0.7. As shown in Table 5 , all C.R. and AVE values satisfy the recommended threshold.
Discriminant validity measures whether a given construct is different from other constructs. It is assessed by one criterion: the AVE for each construct should be greater than the correlations square between the construct and other constructs (Fornell & Larcker, 1981) .
It is clearly shown in Table 6 that all AVE values are greater than each rows, demonstrating discriminant validity.
The results of path analysis indicate that level of product information positively influences on perceived value(H1 = 0.420, t-value = 5.900), therefore, H1 is adopted. This is similar to the study conducted by Koufaris & Hampton(2004) which stated that the product information affects perceived value. The quantity of product information affects customers' perceived value of products directly. Therefore customers adjust perceived value according to level of product information. The more complete the product information is, the larger the perceived value is.
Level of product information negatively Park et al.(2005) which stated that people exposed to Web sites with products in motion and larger product images will perceive less risk.
Service quality positively influences on perceived value (H3 = 0.292, t-value = 3.763), therefore, H3 is adopted. The result accord with the study of Taylor & Hunter(2002) which stated that service quality affects perceived value.
Because the quality of service affects customers' perceived value directly, the quality of service is an important part of product value.
Service quality negatively influences on perceived risk (H4 = -0.262, t-value = 2.897), therefore H4 is adopted. The result accord with study of Blackwell et al.(2001) which stated service quality will perceive less risk.
Perceived value negatively influences on perceived risk (H5 = -0.213, t-value = 2.841), therefore, H5 is adopted. This is in accordance with the study conducted by Ernst & Young(2001) which stated perceived value negatively affects perceived risk.
Perceived Value positively influences on purchase intention (H6 = 0.378, t-value = 6.841), therefore, H6 is adopted. This is in accordance with the study conducted by Dumond(2000) who stated perceived value affects perceived intention. The higher customers' perceived value is, the larger the purchase intention is.
Perceived value positively influences on word of mouth (H7 = 0.339, t-value = 3.215), therefore, H7 is adopted. This is in accordance with the study conducted by Lin et al. (2005) , which stated that perceived value affects perceived word of mouth. The higher customers' perceived value is, the larger the word of mouth is.
Perceived risk negatively influences on purchase intention (H8 = -0.441, t-value = 8.362), therefore H8 is adopted. This is in accordance with the study conducted by Vijayasarathy & Jones (2000) , which stated that perceived risk negatively affects perceived intention.
Perceived risk negatively influences on word of mouth (H9 = -0.267, t-value = 2.162), therefore H9 is adopted. This is in accordance with the study conducted by Yoh et al. (2003) which stated that perceived risk negatively affects perceived word of mouth.
Ⅴ. Conclusion
Research Finding
The purpose of this paper is to find out the difference of consumer attitude based on level of product information and level of service quality.
And we aim to find out the influence of product information and service quality on perceived value, perceived risk, purchase intention and word of mouth.
In our study, we designed four kinds of web pages which display different levels of product information and service quality. We distributed these four kinds of web pages together to each respondent and asked him to answer the questionnaire after looking through these four kinds of different web pages. Also, if we distribute the questionnaires in the same order, the learning effect has arisen. In order to remove the learning effect, we distribute the questionnaires in special order. The results of the study can be summarized as follows.
First, given web pages with different levels of product information and levels of service quality, respondents can answer differently.
Based on our questionnaire, we can see that if
there is adequate information about a product and service quality in the online shop, the customer will choose it more easily.
Second, there is difference in perceived value, perceived risk, purchasing intention, and word of mouth based on level of product information and level of product service.
Third, factors have a significant effect on both mutual relation and preceding relations. The results indicate that level of product information has a significant direct impact on perceived value and perceived risk. And, level of service quality has a significant direct impact on perceived value and perceived risk. Moreover, perceived value has a significant direct impact on perceived risk, purchase intention and word of mouth. Also, perceived risk has a significant direct impact on purchase intention and word of mouth.
Implication
The implications of our study are summarized as follows. First, most of previous studies were based on the technology acceptance model (TAM), however, insufficient studies have been done on product information and level of product service.
Second, we designed four kinds of web pages to survey our respondents how they perceive these web pages. And during our survey, we Third, we also reveal the relationship among factors, level of product information and level of product service quality. We can see that the variables which are related to level of product information and level of service quality influence both mutual relation and preceding relations. Therefore, during online shopping, the perceived value and perceived risk will be influenced by the level of product information and service quality.
Limitation
The limitation and further direction of this study is described as follows. First, because the samples are different and the perceived part is different, although we removed the learning effect from the same respondent, the number of samples is small.
Second, although all hypotheses are adopted, Multi-Group analysis could be used, instead. In henceforth study, second-Order analysis is used in this study to verify the hypotheses. 
